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Executive Summary
With a strong market share and backing of Coca-Cola, our company is well-positioned to expand our product line. Our Rotterdam plant is equipped with the necessary environmental capacity to readily adapt to yoghurt pouch production. This new product aligns perfectly with our company ethos of providing natural, sustainable, and health-conscious products. We believe this expansion will not only be profitable but is in line with our values and mission as a company. By incorporating yoghurt pouches into our product offerings, we are able to cater to a wider range of customers who are seeking healthier options. This move also allows us to tap into the growing market for sustainable and eco-friendly products, further solidifying our position as a leader in the industry. With the support of Coca-Cola and our well-established market share, we are confident this expansion will be a success and contribute to our company's overall growth. Whittington, R. Et al. (2020), Lynch, R.L. (2018), Alshawaf, F. (2025)  
Introduction to Innocent Drinks  
www.thegrocer.co.uk(2026), www.innocentdrinks.co.uk (2026), www.grocerygazette.co.uk (2025), 
Financial strain from allocating 46% of its profits to charitable causes nearly led to bankruptcy. Realising the need for change, the company established the Innocent Foundation to better organise its charitable efforts. To allocate 10% of its annual profits to good, the foundation has made a significant impact, directly helping over 530,000 people and committing over £2.4 million to various causes. TV Choice Productions, production company (2006). This decision not only aided those in need but also enhanced the company's image and reputation as a socially responsible organisation. The Innocent Foundation serves as a model for other companies, showcasing the positive effects of giving back to society. Innocent became B Corp certified in 2018 and recertified in 2021 with an improved score, underscoring its commitment to high social and environmental performance. /bcorporation.uk(2026) This further solidifies their reputation as a responsible and socially conscious company, setting an example for others to strive towards. www.innocentfoundation.org (2026), /www.innocentdrinks.co.uk (2026). bcorporation.uk (2026), 
Recently announced strong financial results for the year 2024. After a £3.7m loss in the previous year, the company has returned to a profitable state with an operating profit of £13m. This positive turnaround can be attributed to a 13.2% increase in annual group turnover, which reached £466.1m from £452.9m in 2023. The Innocent group shareholder funds also saw a significant increase of 30%, rising from £169.6m to £199.6m. These impressive results were mainly driven by the success of The Blender, our Rotterdam-based factory responsible for producing 70% of its products. beta.companieshouse.gov.uk (2025). The Blender is an innovative and environmentally friendly facility that utilises wind turbines, solar panels, and an emission-free logistics chain to produce drinks. Since its launch in 2021/2022, it has been one of the world's first carbon-neutral drink manufacturing sites, demonstrating a commitment to sustainability and responsible business practices. This strong financial performance reflects the company's continued growth and success in the competitive beverage industry. www.thetimes.com(2026), Thomas, J. (2009), www.gea.com/en/news(2021) www.construction21.org , www.raconteur.net (2026). globaldrivetozero.org (2025), 
[bookmark: _Hlk224046596]Evaluation of the current market situation
[bookmark: _Hlk224046532]Pestel Analysis 
Political factors – Changes have been attributed to the strict European Union (EU)/United Kingdom (UK) food safety, labelling, and nutritional information standards. There is increasing scrutiny on health and nutritional content.  Companies are being pressured to reformulate their products to meet these standards and provide transparent information to consumers. Trade agreements and strict food safety standards are reshaping the global food industry, forcing companies to adapt their practices to stay competitive.
Economic Factors - The combination of high fruit prices and transportation costs poses a significant risk for the smoothie market, as consumer demand for premium-priced, high-quality, or organic products. Despite this challenge, the smoothie market has shown promising growth potential.

Social factors - Disposable income levels play a vital role in determining demand for premium-priced, high-quality, or organic products. This is especially relevant in the smoothie market, where consumers are increasingly prioritising healthy, natural, and organic food and drink options. Despite the potential risks, the smoothie market has shown growth potential. This can be attributed to their focus on catering to the demand of young to middle-aged urban, health-conscious consumers. Innocent's practice of donating 10% of its profits to charity aligns with the growing trend of consumers preferring brands with strong ethical, social responsibility, and environmental values. 
Technical Factors - In today's competitive market, juice production companies are utilising advanced technology to maintain high product quality and efficiency. With the help of technology, companies closely monitor and control every step of the production process. This ensures that the end product is consistent in taste, texture, and nutritional value. 
Environmental factors -  Companies are facing regulatory scrutiny of their marketing claims, especially after a recent ban on advertising that overstated environmental benefits. This has forced businesses to be more transparent and genuine in their efforts to use sustainable materials. www.innocentdrinks.co.uk (2026).  
Legal factors -. It is the responsibility of companies to ensure that their products are safe for consumption and meet all necessary regulations. These requirements help promote a level playing field for businesses and build trust with consumers. {see appendix for swot analyse} Maria Luiza PASCAL and Adrian TUREK-RAHOVEANU (2023).
[bookmark: _Hlk224046468]Porters five forces 
Competitive Rivalry (High): There is increased pressure on Innocent to stand out and maintain a strong brand image. This can be attributed to their unique branding and marketing strategies, which emphasise their commitment to using natural and ethically sourced ingredients. Their focus on sustainability and giving back to the community has helped them differentiate themselves from their competitors.
Threat of New Entrants (Low): The health and wellness industry has become a highly sought-after market in recent years. This makes it difficult for new players to enter the market and compete with established brands like Innocent, which its backing by Coca-Cola and has already established a loyal customer base. While the health and wellness industry presents promising opportunities, it poses significant barriers for new businesses, making it a highly challenging and competitive market.
Bargaining Power of Buyers (High): Today's competitive market is driven by customers who have low switching costs and a vast array of choices. With online shopping, customers can now compare prices and products from multiple brands within seconds, making it even easier to switch. With the rise of social media, customers can easily share their experiences and reviews, making it essential for brands to maintain a good reputation and provide high-quality products and services. 
Threat of Substitutes (High): The rise of health-conscious consumers has significantly increased the demand for smoothies and juices, creating a profitable market for companies to capitalise on. There are also various alternatives available in the market, ranging from cheaper supermarket own-brand products to simple tap water. These alternatives pose a significant threat to companies selling branded smoothies and juices as they offer similar benefits at a lower cost. Several alternatives pose a high threat, compelling us to continuously innovate and differentiate our products to stay ahead of the competition. www.innocentdrinks.co.uk (2026),
Bargaining Power of Suppliers (Moderate): Today's health-conscious market, sourcing high-quality, organic fruit is a significant challenge for companies. Innocent has a distinct advantage, an established and extensive supplier network. With support from Coca-Cola's supplier network, we can uphold its high standards for quality and sustainability in fruit sourcing, providing customers with healthy, environmentally friendly choices. By leveraging this network, Innocent can continue to fulfil its mission of making natural and nutritious products. Innocent can continue to offer delicious and sustainable products without compromising on quality or affordability. /www.edie.net (2025). Dobbs, M.E. (2014). 
Strategic Growth Options and Proposed Strategy
In the UK, there has been a surge in sales of high-protein foods, driven by health-conscious consumers who prefer a natural, protein-rich diet. This trend has led to a significant increase in the market for protein-enriched dairy products, which is now worth over £500 million. The demand for high-protein foods will continue to grow in the UK, creating an opportunity for food manufacturers to tap into this lucrative segment by offering innovative, natural, protein-rich options.
So, expanding our product line to include yoghurt pouches that can cater to the on-the-go lifestyle. Our company's name and recipes are known and trusted, providing an advantage in creating these products with only minimal research and costing. We already have established suppliers for our fruit, but with the added boost of the Innocent name, we are confident that our valued customers will choose our brand for their healthy and convenient yoghurt pouches. This aligns perfectly with our company's values and mission to provide quality and nutritious options for our consumers. Johnson, G., Whittington, R. And Scholes, K. (2017, Johnson, G. And Scholes, K: Prentice Hall International (UK) Ltd, 3rd Editi Why this is the ideal project:
· Fits company committed to ethos and values
· Diversification is not feasible in this current market.
· Opportunity to produce Innocent desserts
· Minimal changes to the processing plant
· Aligned with company ethos and potential for profit
· Projected sales to expand product line
· Commitment to maintaining identity and sustainable growth
· Excited about new venture and customer satisfaction
[image: A graph of growth of high protein market

AI-generated content may be incorrect.]on, 1993. www.innocentdrinks.co.uk/climate (2026) www.addverve.com (2026)

Strategy evaluation
SFA matrix: 
Suitability - Innocent aligns well with the current trend towards healthier and ethical consumption habits. The use of natural ingredients and commitment to sustainability make it a suitable choice for health-conscious consumers. Sourcing sustainable ingredients has helped build a strong ethical reputation and brand positioning, which has helped them maintain a premium position in the market.
Feasibility - The brand may face challenges in keeping its products affordable without compromising on quality. Innocent, a company majority-owned by Coca-Cola , gives the company a high level of feasibility in terms of ownership and resources. A  strong relationship with suppliers, growers, and manufacturers makes their supply chain management. The company has also demonstrated its capability in product development through the successful launch of new products. With a strong marketing strategy and brand power, social media is used to engage its audience.
Acceptability: crucial to determining the success of a company's strategy, it involves stakeholder approval and satisfaction. This approach to brand values and corporate social responsibility is highly acceptable to consumers, strengthening their CSR reputation and aligning with their ethical brand values. 
Financially, Innocent remains self-funded despite being owned by a major corporation, making it a viable option for market expansion. In terms of market share, Innocent holds a strong position as one of the UK's most well-known smoothie companies, with its market share boosted by competitor exits. Their high-quality products and premium pricing strategy are accepted by their target market, making them a strong player in the industry. Overall, the SFA matrix indicates that Innocent has a highly suitable, feasible strategy that is well accepted by stakeholders, making it a successful and reputable company in the market. Long Range Planning (1997). 
[bookmark: _Hlk224046261]Stakeholder Analysis
Mendelow's Matrix Breakdown:
Key Players (High Power, High Interest):
Coca-Cola:  As the majority owners, their support is crucial for the success and growth of the company. With a significant say in the decision-making process, which greatly impacts the company's future. Their financial backing and support can help secure funding for new projects, research and development, and other areas crucial for growth. Their support is also essential for production capacity. The company can invest in new equipment, technology, and infrastructure to increase its production capacity and meet growing demands. Their influence and resources to open up new markets and channels for the company's products or services, increasing its reach and potential for success. Their support as majority owners is vital for driving investment, production capacity, and distribution - all key factors in a company's success and growth. Fonseca Ureña, A., Andrews, N. And Amatulli, G. (2024)
Health-Conscious Consumers: The growing demand for convenient and functional sources of protein has led to a significant increase in the popularity of yoghurt in the market. With consumers increasingly seeking healthy and convenient food options, yoghurt has emerged as a top choice due to its high protein content and variety of flavours. 
Retailers: High power in determining shelf space for new product launches refers to the influence and control certain companies or brands have over retailers when placing their products on shelves. This power is often wielded by large and well-established companies with strong market presence and bargaining power. Companies negotiate with retailers for prime shelf space, which is crucial for the success of a new product launch. This is because shelf space directly impacts consumer visibility and accessibility to the product, ultimately influencing its sales performance. The more prominent and eye-catching the shelf placement, the higher the chances of attracting potential customers. Therefore, having high power in determining shelf space gives companies a competitive advantage over smaller or newer brands that may struggle to secure optimal shelf placement.
Keep Satisfied (High Power, Low Interest): 
Regulatory Bodies (Food Safety): Giving high power to halt production if safety standards are not met is a crucial step in ensuring the safety and well-being of workers in any industry. It also holds them accountable for any lapses in safety measures, highlighting the seriousness of the matter. By halting production, companies are forced to address safety concerns and necessary improvements, leading to a safer, more efficient workplace. It serves as a reminder that safety should always be a top priority, and any negligence in this regard will not be tolerated. 
Key Crowd (Low Power, High Interest):
Employees/Suppliers: Although employees may be highly invested in the success of their company, they may have low influence over product decisions. This could be due to a variety of factors, such as hierarchical structures within the company or a lack of expertise in product development. This can be frustrating for employees who want to see their company excel, while it may be disheartening to have low influence over product decisions, employees can still have a significant impact on the company's success through their dedication and contributions in other areas.
Existing Loyal Customers: Individuals are now more enthusiastic than ever about incorporating healthier options into their daily lives, whether it be through food, skincare, or lifestyle choices. People are motivated by the potential benefits of these healthy alternatives, such as improved physical and mental well-being.
Minimal Effort (Low Power, Low Interest):
General Public: In today's highly competitive market, consumers may not see the need for the product or may have other alternatives that they deem more suitable. This limited interest can be detrimental to a company's success, as it can result in low sales and revenue. It is crucial for businesses to thoroughly research and understand their target audience's needs and preferences before launching a new product. They must also invest in effective marketing tactics to create buzz and generate interest in their product
This strategic move by Innocent demonstrates a clear alignment with their brand of health-focused products. By leveraging their established reputation for "goodness," they can make a calculated entry into the growing, high-protein snack market. With increasing focus on health and wellness, consumers are actively seeking out snacks that not only taste good but also offer nutritional benefits. This move also showcases the company's adaptability and willingness to evolve with changing consumer preferences, positioning them as a dynamic and forward-thinking brand in the market. This move aligns perfectly with Innocent's brand values and is a smart decision that is likely to pay off in the long run. blog.oxfordcollegeofmarketing.com (2018). . Kujala, J. Et al. (2022)

Implementation and monitoring. 
The greenhouse panel provides valuable feedback and input for research and development, with taste testing, ensuring that the final product meets the needs and preferences of our target consumers. The production process is closely monitored through strict Supplier Guidance Principles (SGPs) to ensure quality, ethical sourcing, and sustainability. This includes tracking key performance indicators (KPIs) against the United Nations Sustainable Development Goals (SDGs) and addressing any potential environmental impact. This commitment to responsible and sustainable production not only benefits the planet but also aligns with the values and expectations of our consumers. By utilising consumer insights and adhering to strict guidelines, we introduce innovative products that meet both consumer demand and ethical standards.
Implementation & Production Strategy
Product development is a crucial aspect of any company's success, it involves creating and bringing new products to market. Utilising the community panel for a platform for testing concepts, branding, and gaining insights from health-conscious consumers. This panel allows companies to gather feedback and opinions from a diverse group of individuals interested in health and wellness. By utilising this panel, we can gain valuable insights into what resonates with this specific demographic, allowing them to make informed decisions about their product development and marketing strategies. www.innocentdrinks.co.uk (2026),  
Production & Sourcing: 
One important aspect of ethical sourcing is the strict adherence to supplier standards. This means companies must carefully select their suppliers and ensure they follow certain guidelines and regulations. One of these standards means all suppliers must comply with laws and regulations that prohibit the use of forced or child labour in their production processes. This not only helps to maintain a positive brand image but also contributes to creating a more ethical and sustainable supply chain. Companies that prioritise and adhere to these strict supplier standards are setting a positive example for others to follow, ultimately leading to a more responsible and ethical business environment.
Sustainability Integration: 
Sustainability has become an increasingly crucial aspect of product design. Taking the initiative to integrate sustainability into our design process, with a strong focus on managing waste and reducing carbon footprint. This is evident in the implementation of "hero supplier programmes," where we work closely with suppliers to ensure sustainable practices are followed throughout the supply chain. These programmes not only help in reducing waste and carbon footprint, but also promote responsible sourcing and ethical production. By not only fulfilling our social responsibility but creating a positive impact on the environment. This helps in building a more sustainable future for generations to come. Therefore, we  must continue integrating sustainability into our process and collaborating with our suppliers. Nicholas J. Watson et al. (2021)
Monitoring & Quality Assurance
Supplier Monitoring
The technical team plays a crucial role in monitoring the performance of suppliers by conducting regular audits. This process is essential to ensure that suppliers adhere to the company’s Supplier Guidance Principles (SGPs). These principles serve as guidelines that suppliers must follow in order to maintain a positive working relationship with our company. Through these audits, the team can identify any potential risks or issues with suppliers, such as non-compliance with safety and quality standards, and take necessary actions to address them. This helps to maintain the company's reputation for providing high-quality products but also ensures that suppliers are held accountable for their actions. By closely monitoring suppliers, the team can also identify areas for improvement and provide support and guidance to help suppliers meet the company's expectations. The technical team's regular audits play a key role in maintaining a strong and reliable supplier base for the company.
Performance Metrics: 
Key Performance Indicators (KPIs) play a crucial role in measuring the success and progress of a company. In today's businesses world we are expected to be socially and environmentally responsible, companies often benchmark their KPIs against B Corp standards and UN Sustainable Development Goals. This ensures that it is not only focusing on financial gains but also taking into account the impact it has on its stakeholders and the planet. By aligning the KPIs with these global standards, we can set ambitious targets for themselves and work towards meeting them. This approach not only helps us stay accountable for our actions but also contributes to creating a more sustainable and ethical business environment. It provides customers and investors with transparent information our social on our environmental practices, building trust and credibility.
Consumer Feedback: 
The Greenhouse panel is an invaluable tool in product development, as it helps monitor the performance of new products post-launch. This panel is instrumental in ensuring that these products stay true to the brand's core values of being "natural" and "simple". By continuously tracking and evaluating these products, the panel allows the brand to identify any potential issues or areas for improvement. This helps maintain the brand's ethos but also ensures products that align with their expectations and values. By providing a platform for open, honest feedback, allowing for constant innovation and evolution of the brand's offerings. Through this vital monitoring process, the brand can confidently continue to deliver high-quality, natural and simple products that resonate with its target audience.
[bookmark: _Hlk224046108]Marketing & Compliance:
The importance of monitoring marketing efforts for accuracy, particularly environmental claims, cannot be overstated. This results in heightened awareness and emphasis on ensuring that all marketing materials are truthful and backed by verifiable evidence. This not only protects us from legal repercussions but also maintains brand credibility and trust among consumers. With consumers becoming increasingly environmentally conscious, being transparent and honest about sustainability efforts is a crucial step in achieving this.
Our commitment to promoting healthy and natural products, would undoubtedly incorporate its established "straight-talking" and "friendly" marketing tactics into the launch of its new products. With a strong focus on ethical sourcing, ensure that the ingredients used in these pouches are sustainably sourced. By applying signature marketing strategies and ethical practices, we can deliver a nutritious, delicious product and establish our brand for consumers seeking healthy, sustainable options. Hammond, R.S. (1993)
[bookmark: _Hlk224046043]Conclusion
I believe that our decision to venture into protein pouches is a smart move for our brand. It will complement our existing products, and aligns with the current trend and growth. With the increasing demand for health-conscious and convenient snacks, the timing could not be more perfect for us to enter this market. By offering these pouches, we not only expanding our product range and tapping into a growing market segment. This move will attract new customers but also cater to the needs of our existing ones, making our brand more versatile and appealing. Considering the potential benefits and opportunities, I am confident that this move will bring success and further strengthen our brand's position in the market.
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Appendix 

Swot Analysis 
Strength - High-quality, 100% natural fruit products, dedicated to upholding ethical and sustainable practices, with a focus on sourcing ingredients responsibly and achieving a 17% carbon neutral rating. Commitment to sustainability not only benefits the environment but also ensures that customers can trust the integrity of our products. 
Weakness - Operating within a single market can make businesses in this industry vulnerable to fluctuations and changes in consumer demand. These factors combined can create challenges for businesses in the smoothie and juice industry, making it important for them to diversify their product range and ensure ethical sourcing practices to maintain stability and appeal to a wider range of price-sensitive consumers.
Opportunities - This can be achieved by substituting sugary drinks with healthier alternatives, such as fruit-based drinks. These could include drinks that incorporate beneficial ingredients like vitamins and antioxidants. 
Threats - Intense rivalry from established brands poses a significant challenge for premium product brands. Another factor to consider is the possible dilution of brand image due to Coca-Cola’s involvement. This could potentially create a negative perception among consumers and impact brand loyalty.
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